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In recent years, with the rapid development of the internet in China, electronic 
commerce has become an important force of promoting economic development, the 
number of online shoppers has increased significantly and more and more netizen 
have got used to online shopping, and thus gave birth to a large number of online 
retail enterprises. Researches has shown that perceived risk is the main reason for 
restricting the consumer’s online shopping, therefore, for the online retail businesses 
which are growing homogenization of competition, improve the service quality will 
reduce customers’ perceived risk, and thus an effective way to promote online 
shopping. Scholars’ study has shown that, in the network environment, the 
relationship between service quality and perceived risk has not been in-depth study. 
In current time the online retail businesses are growing homogenization of 
competition, the level of logistics and distribution has become an important indicator 
of the competitiveness of online retail enterprises, consumers worry about logistics 
has become one of the major reasons unwilling to shop online. The majority of online 
retail enterprises’ logistics are not their core competence, therefore, they outsource 
logistics to third party logistics companies and alliance with them. However, there are 
so many third-party logistics companies and they are uneven quality, they exhibited 
by the various positive and negative information will largely affect the consumer’s 
assessment of the online retail businesses’ service quality, thereby affecting the 
perceived risk level. 
This study includes three aspects: (1) To study the relationship between the 
overall service quality of online retailers and consumers’ perceived risk; (2) To study 
the reciprocal effects between online retailers’ service quality and third-party logistics’ 
priming information over consumer’s risk perception; (3)To explore when the 
third-party logistics have different priming informationg, how changes will different 
online retailers service quality affect consumers’ perceived risk. On the basis of 















with online shopping experience, The scenario method and multi-factor 
between-subject experiment is performed to verify the research hypothesis. Finally, 
the last part puts forward the management and marketing implications of this 
research.  
By the empirical analysis the research reaches conclusions as following: (1) The 
online retailers’ overall service quality have negative impact on consumers’ perceived 
risk; (2) The online retailers’ service quality and third-party logistics’ priming 
information have reciprocal effects over consumer’s risk perception; (3) For the high 
level service quality of online rtailers, the effect of third-party logistics’ positive 
priming information to further reduce consumers’ perceived risk is limited, while the 
third-party logistics’s negative priming information will increase consumers’ 
perceived risk significantly; (4) For the low level service quality of online rtailers, the 
third-party logistics’ positive priming information will reduce consumers’s perceived 
risk significantly, while the third-party logistics’s negative priming information will 
not increase consumers’ perceived risk significantly. 
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2011 年 1 月，根据中国互联网络信息中心（CNNIC） 新发布的《第 27 次
中国互联网络发展状况统计报告》显示，2010 年我国网民规模继续稳步增长，
网民总数达到 4.57 亿，互联网普及率攀升至 34.3%，较 2009 年底提高 5.4 个百
分点，全年新增网民 7330 万，年增幅 19.1%。报告显示截至 2010 年 12 月，网
络购物用户规模达到 1.61 亿，使用率提升至 35.1%，上浮了 7 个百分点[1]（图
1-1）。伴随互联网的高速发展，网络零售行业也展现出迅猛的发展势头。2009
年中国网络零售市场全年交易总额接近 2500 亿元，同比增长 93.7%，网络购物
交易规模占社会消费品零售总额的比重攀升至 1.98%，中国电子商务研究中心发
布《2010 年度中国电子商务市场数据监测报告》显示 2010 年中国网上零售市场














类别 1 类别 2
网络购物用户数（万人） 使用率
 
图 1-1 2009-2010 网络购物用户数增长对比 
资料来源：中国互联网络信息中心．第 27 次中国互联网络发展状况统计报告[R]，2011． 
 

































范围不断扩大。2009 年，全国个人网上购物销售额达到 2000 亿元，约占社会商
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